This paper discusses the importance of social media as a new channel to communicate European Union activities and policies to the general public. The author examines the fast--growing position of social platforms, such as Facebook, Twitter and YouTube, in the media ecosystem. Their opinion making and agenda setting roles are discussed in the context of deep mediatisation theory -a relatively new, interdisciplinary concept, combining the perspectives of sociology and media sciences.
Introduction
The European institutions, like all public bodies in democratic countries, need to inform citizens about their activities, policies and plans. They are obliged to report to the general public and all relevant stakeholders. This task is particularly important for the European Commission, entrusted with the role of guardian of the treaties. 1 The very fi rst words of Article 17 of the Treaty Hardly Seen and Rarely Heard? European Commission Generated Presence on Polish Social Media of the society receives daily: news, pieces of opinion, etc. As C. de Vreese noted, it is a common knowledge among national political actors that "Many of the traditional structures in national politics are based on this precept -paraphernalia ranging from parliamentary debates to select committee reports are designed to have maximum media impact locally." 5 Therefore, the EU institutions' duty is to take the pro-European narrative and deliver it to the public in EU member states, making sure that all relevant facts are presented to citizens. Communication can reassure people -the recipients of the messagethat things are going in the right direction. It not only restores trust, but it also improves institutional reputation. 6 Certainly, proper communication is not a magic wand nor a one-fi ts-all solution, but its importance cannot not be overlooked either. In the past, despite considerable efforts taken, the EU institutions have struggled to generate substantial media coverage. Lack of public acceptance for sharing the fi nancial, humanitarian or geopolitical risks -that is the essence of the European project based on solidarity -was emerging well before the British vote. So was the grassroots backlash against the effects of globalisation and elites, both fi nancial and political. People's frustration had to fi nd its vent. As seasoned European commentator Paul Taylor argued, it would not fade away any time soon. 7 For a simple reason: the effects of globalisation are here to stay like the gravitational force. The populists have already won some of the communication battles, being able to persuade millions of Europeans that there is an easy escape from the problem. The Brexit referendum was only the most recent (and striking) example of populists' communication effi ciency. It illustrates the urgency of a more effi cient, counterbalancing, pro-European communication.
In the author's view, the overarching question "how to talk about the EU" should be split into two closely related questions, each meriting separate consideration: "where to talk about the EU" and "what language and tone should be used when talking about the EU." 5 C. de Vreese, Communicating Europe, Foreign Policy Centre, British Council Brussels, 2003, 5, www This paper presents the following, preliminary hypothesis: adopting a new communication strategy leads to higher activity in social media, the new dominating channel of communication with the public.
While building the hypothesis, following research questions were asked: What has been the result of the European Commission Representation in Poland's communication activity in social media in recent months (if any) since the launch of the most recent corporate image campaign? What is the main channel for communication with the public opinion? To what extent are the new media (social media, online platforms) critical in the current communication process? How did the EU institutions react to the changing media landscape and, in parallel, to the changing mood of the public? What is the tone of EU narrative in online media in Poland: positive, negative or neutral?
The hypothesis is discussed against the background of the deep mediatisation theory, as presented by N. Couldry and A. Hepp (2017) . 8 Developed in the interdisciplinary fi eld of media sciences and sociology, the theory explains the impact of the internet media (especially the social media) on society and many different social processes, including the political ones. As will be shown in the next section (literature review), the arrival of these social platforms overhauled the media environment and created a new social context. It was the breaking point, the beginning of the deep mediatisation era, as defi ned by Couldry and Hepp: a time when the nature of the social world becomes dependent upon media content and infrastructure. The deep mediatisation of the current world means it is no longer possible to withdraw from various media interfaces and to exist within the social world (which makes deep mediatisation different from simple mediatisation). 9 The research presented herein focuses on the communication activity of the European Commission in Poland (European Commission Representation). In the author's view, this geographically limited sample is suffi cient for the analysis. The European Commission's media activity in each member state is closely overseen and coordinated by the European Commission Directorate-General -Communication and the Spokesperson's Service in Brussels. It is fair to say that the Commission's national social media accounts closely mirror the central social media channels of the European Commission, adapting Brussels-created content to country-specifi c contexts, especially language-wise. The social media activity of other EU institutions was not investigated. As previously stated, the Commission leads the EU communication process, not least because of the resources it can allocate to this particular purpose.
Literature Review and Methodology
Several authors discussed the importance of EU institutions engaging in an effi cient communication effort. P. Desmet, J. van Spanje and C. de Vreese analysed the so-called democratic defi cit of the European Union and the role of communication in addressing this problem, 10 while C. Valentini pondered the importance of communication in EU reputation management 11 and, more generally, in EU public relations. The 2013 study by H.G. Boomgaarden et al., noted that the EU has been (on average) marginally presented in news programmes. 12 C. de Vreese argued that the long-term goal of the EU should be to promote the very notion of Europe, the image of the EU projecting a "positive, emotionally appealing European narrative, based on European values." 13 The consequences of the rise in power of social media have been thoroughly discussed by several authors in the available literature. S. Lindgren observed that digital social platforms like YouTube and Facebook have undoubtedly contributed to a signifi cant transformation of the communication ecosystem. 14 They may seem unpolitical but, in fact, social platforms have a profound impact on politics and civic activism; they have become an essential engine of political mobilisation. Couldry and Hepp share this observation: their theory argues that within deeply mediatised society, social media profoundly infl uences most social interactions and provides for new types of political activity. A mere # (hashtag) can, theoretically, result in a massive, geographically spread campaign with a visible name. Social media allows for an extension of a political process, able to draw in many actors at once, across a broad society. 15 Also, Couldry and Hepp argue that social media provides reference points on which individual and social life is based. 16 Lindgren underlines that social media, while becoming the place where an average citizen learns the news and shares views, has one unique trait: it facilitates political expression and opinions that are affectively (emotionally) charged. 17 The latter assumption is crucial to this paper: the more emotional the content is, the faster it propagates.
Analysis of European Commission offi cial documents indicates that it is fully aware of the role of social media. In one of the papers describing the communication strategy for 2017−2018, the Commission admitted that "production of content, including photos, audio-visual, graphics and written material; provision of other corporate technical services which benefi t the institution as a whole such as online services, including the institutional web presence and social media activity" 18 is one of the top specifi c actions that need to be undertaken.
In the past, EU institutions commissioned reports that analysed the efficiency of their communication strategies and implemented projects: a research paper by N. Stroeker, A. van der Graaf and B.-J. Buiskool 19 is one of the attempts to defi ne the strengths and weaknesses of the different communication strategies employed by the European Union bodies. However, the topic of EU communication in social media -its shape and impact -has not yet been intensively covered. The author's publication is one of the few examples of research related to this problem. 20 Also in this vein, Kitchener et al.'s paper, commissioned by the European Commission and published in 2015, provides a detailed overview of the EU's fi rst ever corporate communication campaign ("The EU working for You"), including some data related to the use of social media. Additional insights can be drawn from internal European Commission documents from 2015 21 The theoretical background for the discussion and the data illustrating the changes in the media environment (presented in the results section) were collected through critical analysis of the available literature. The part focused on the tone of the online narrative about the EU in Poland is based on the Batory Foundation study, published in December 2017. 23 The investigation of the recent European Commission presence in social media in Poland (Polish-language profi les: Komisja Europejska (Facebook), @EUinPL (Twitter), Komisja Europejska w Polsce (YouTube) and komisjaeuropejska (Instagram)) follows the author's own research model. In this model, social media presence assessment is based on quantitative appraisal of its different aspects. Within the framework of this model, the following elements were collected: number of posts, videos and pictures published, quality and type of users' reactions and engagement (number of likes, comments and shares). The retrieved data covered the period 1 May 2016 -31 March 2018. Data were retrieved using professional social media analysis tools. 24
Results and Discussion
As R. Meyer wrote, "Facebook is the 6 o'clock news of the internet: Americans encounter news there not because they're political junkies who seek it out, but because it's presented to them amid statuses, photos, and everything else. More than two-thirds of Americans get their news from social media, and the vast majority of that group uses Facebook." 25 Although this piece of opinion is somewhat journalistic in style (and published in a news magazine, not a research paper), it aptly describes the role of social media in the current world. The data drawn from the surveys and qualitative research indicate the growing importance of social media, as far the spread and consumption of information and news are concerned. Facebook, YouTube, Twitter and, to a lesser extent, Instagram are becoming one of the primary sources of news and information about the surrounding world. The rising importance of social platforms as communication channels is seen particularly in the United States. In 2017, the Pew Research Center reported that 67% of Americans declared getting at least some of their news from social media (20% claimed to do it often). 26 Compared to 2016, the newsorientated use of social platforms grew by fi ve percentage points. The results varied substantially in different age cohorts. According to the Pew Research Center, 55% of Americans aged 50 (or more) declared they learn about news from social media at least sometimes. In the younger cohort (users aged less than 50 years), the number was 78%. Noticeably fewer Americans declare reading (often or sometimes) printed newspapers: 43%. 27 Similar patterns can be seen in Europe. The Flash Eurobarometer 464, published in March 2018 (general population 15+, 26,576 respondents in total, all EU28 member states covered), showed that 62% of Europeans (all ages combined) declared using online social networks and messaging apps; 55% of Europeans claimed to read printed newspapers and news magazines. 61% of respondents admitted using social platforms at least once a week. 28 Similar to the US, the Flash Eurobarometer 464 showed that the younger people are, the more often they use social media. 29 It also showed that a majority of social platform users (56%) prefer to read or listen to what is shared by others. Analysis of previous polls shows that the number of social media users has grown over the last few years. In November 2015, 50% of the Europeans polled declared using social networks at least once a week. The Eurobarometer 84, 30 stated the following: "the use of online social networks shows the most signifi cant evolutions: half of Europeans now use them at least once a week, up three percentage points (pp) since the Eurobarometer survey of autumn 2014, 6pp since autumn 2013 and 15 pp since autumn 2011." 31 The Polish CBOS survey presents concurring data. For example, in May 2016, 67% of internet users (41% of all adults) in Poland declared owning a profi le on one or more social platforms, fi ve percentage points more than in May 2014. However, among 18−24-year-olds, the share was much more prominent: a record 94% as of May 2017. 32 According to the CBOS survey, one-third of all internet users in Poland used social platforms to passively consume content (read articles, etc.). One in four used social platforms to comment on news or any other information. Qualitative studies confi rm the conclusions drawn from surveys too. According to research commissioned by the Polish ombudsman in 2017, Polish teenagers consider social platforms as the primary tool for acquiring and verifying information. One of the respondents was quoted as saying, "when I want to fi nd some information about something, I google it or run the YouTube search." 33 Given the background presented earlier, one might expect the European Commission Representation in Poland, like any other public institution obliged to communicate with the general public, would increase its proactive presence on social media and generate content that is best suited to the character of the new, dominant media: one that is emotionally charged. Although Poland is considered to be Euro-enthusiastic, available data suggest that the EU-centred debate in Polish social media is overwhelmingly negative in tone. In the fourth quarter of 2015, in 2016 and in the fi rst three-quarters of 2017 (the period covered by J. Popielawska and J. Szyszko's research), the keywords "Unia Europejska" ("European Union") generated, on average, 745 posts, mentions and comments daily. For comparison, the keyword "uchodźcy" (refugees) generated 1,796 posts, mentions and comments daily. 34 Pieces of content related to the "European Union" keywords, negative in tone, appeared on screens as much as 178 million times. Positive mentions (posts, comments) were seen 11.3 million times. 35 Responding to the communication challenge, in September 2016, the European Commission launched a new corporate communication campaign with an essential social media component: the "EU that delivers" project. The college of commissioners gave the go-ahead for this particular campaign in October 2015, 36 the campaign-related activities started in September 2016. The #invest-EU hashtag was at the centre of the social media component of the campaign. The goal of the campaign was to streamline European Commission communication around one particular topic: how EU citizens benefi t, directly or indirectly, from EU-funded projects. The European Commission Representation in Poland was one of the bodies involved in campaign. This section presents the data retrieved from the four social media profi les (Facebook, Twitter, Instagram and YouTube) used by the European Commission Representation in Poland, starting in September 2016, when the "EU that delivers" campaign (centred around #investEU) was launched.
The total number of posts, published by the "Komisja Europejska w Polsce" Facebook page, is presented in Table 1 . The number of user comments, posted under the original Facebook posts published by Komisja Europejska w Polsce, is given in Table 2 . Another way to assess user engagement on Facebook is to measure the number of "shares" (in other words, how often users share content with their network of friends). The data' is presented in Table 3 . Source: author's research.
Counting the "likes" (how often users click the "like" b utton under any given post published on the page) is yet another way to assess users' attitude towards the content. The data is presented in Table 4 . I  '17   II  '17   III  '17   IV  '17   V  '17   VI  '17   VII  '17   VIII  '17   IX  '17   X  '17   XI  '17   XII  '17   I  '18   II  '18   III  '18   Number  of Likes   1097 774 371 301 482 420 584 719 1203 352 3728 2013 1149 497 443 2196 369 618 253 Source: author's research.
The European Commission Representation in Poland also runs the Twitter profi le @EUinPL. Due to the particular characteristics of this social platform, the number of posts published is substantially more signifi cant, compared to Facebook. Data are presented in Table 5 . User engagement on the @EUinPL profi le (number of comments, "likes" and retweets -the Twitter equivalent of the FB "share") can be assessed by the following data presented in Table 6 . The European Commission Representation in Poland apparently deprioritised its activity on Instagram (the picture-sharing social media platform). As shown in Table 7 , the number of posts published in 2017 and at the beginning of 2018 was substantially lower than in 2016. Due to technical constraints (the limitations of the tools used), data from the YouTube profi le of the European Commission Representation in Poland was collected only for the period January 2017 -March 2018. The following data was retrieved: the number of videos published, the number of views and users' reaction (number of times the "thumbs up/down" buttons were clicked). Results are presented in Table 8 . Between January 2017 and March 2018, the European Commission Representation in Poland published fi ve videos with the #investEU hashtag embedded. In total, these fi ve videos were viewed 110 (one hundred and ten) times. For comparison, the video entitled "Wrocławianie ratują kaczki ☺" ("Citizens of Wrocław save the ducks ☺") was viewed 1,849 times.
Analysis of all the social media profi les run by the European Commission Representation in Poland revealed that, indeed, the number of posts with the hashtag #investEU included in the body of the text has been increasing gradually. In September 2016, analytical tools detected 27 publications with the #investEU in all investigated social platforms. In October, November and December there were 12, 37 and 14, respectively. The numbers rose in 2017: the #investEU hashtag was posted 21 times in January, 30 times in February and 49 in March, only to drop to 12 in April. The end of 2017 brought a surge in the number of social media posts with #investEU included in the body of the content: 249 items published in October, 97 in November and 135 in December 2017. The average for the fi rst quarter of 2018 was 95. Moreover, additional research revealed that posts tagged with #investEU generated uneven user engagement. Until July 2017, the number of comments published below the original posts (tagged #investEU) did not exceed 70 per month on average. In the period July-December 2017, the number of comments posted below the original content tagged #investEU spiked to 523 per month on average. Hardly Seen and Rarely Heard? European Commission Generated Presence on Polish Social Media Collected results do not show a substantial change in European Commission (its Polish representation) social media activity, contrary to what one might expect from the launch of the corporate communication campaign. Data retrieved from the four leading social media platforms showed no substantial increase in the number of posts (pictures, videos) published after September 2017. Take the Facebook profi le, as an example. In September 2016, Komisja Europejska w Polsce profi le issued 34 posts; in the following month -75. One year later, the number of items published dropped to 19 and 8, respectively. The same pattern can be seen on the @EUinPL Twitter account. Contrary to what might be expected, the number of posts published in the fourth quarter of 2016 was more signifi cant than in fourth quarter of 2017 (468 to 369). As shown in the Results section, the same pattern was detected on the Instagram profi le of the European Commission Representation in Poland. Apparently, the start of the corporate campaign "EU that delivers" did not translate into more prominent activity, as measured by the number of posts published on different social media platforms. Identifying the reasons for this relative stagnation of the social media activity of the European Commission (EC) Representation to Poland goes beyond the scope of this research. However it is worth noting that the topic merits further investigation.
On the other hand, the social media activity of the EC Representation to Poland could have impacted (albeit with a delay) the intensity and the quality of user engagement. This correlation is implied by the number of comments, published under the Komisja Europejska w Polsce/@EUinPL original social media posts.
Yet the picture is far from crystal clear. Detailed analysis of the videos published on the Commission's YouTube profi le suggests that the content focused on #investEU hasn't generated signifi cantly higher user engagement. On the contrary, videos related to the #investEU theme were less popular than the apparently more entertaining video "Citizens of Wrocław save ducks" or "Europe means us: let's talk about it." It suggests that the content created for the corporate campaign, anchored around #investEU, did not strike the right emotional note.
Conclusions
The European Commission seems to be aware of the growing importance of social media as the new, essential communication channel. One of the assumptions embedded with the Commission's most recent corporate image campaign was to focus on specifi c content for platforms like Facebook, Twitter or YouTube. Symbolically, the reference point for the corporate campaignthe hashtag #investEU -is, in itself, a characteristic element of communication via social media (hashtags are widely used on Twitter, Instagram and, to some extent, on Facebook).
However, the research conducted for this paper plainly indicated that, at least in the Polish case, the abovementioned acknowledgement of the role of social media did not necessarily translate into any more signifi cant activity. This paper's hypothesis was not fully confi rmed. Regardless of the intentions, the results of European Commission Representation presence on social media in Poland, after September 2016 (when the corporate image campaign started), were limited at best. The quality of social media user engagement improved (as measured by the number of reactions), but the activity, as measured by the number of items published, fl attened if not decreased. As the case of the YouTube profi le of the European Commission Representation in Poland shows, the campaign-related content did not stir emotions, which implies it was incorrectly created.
On a fi nal note, the author believes that further, more complex research is urgently needed to better analyse the current presence of the European Commission (and, eventually, other EU institutions) on social media. In particular, additional research is needed to understand possible fl aws in the new EC corporate image campaign, including reasons for the lower than expected social media activity, insuffi cient quality, lack of an emotional message, etc. Preferably, such research should encompass all EU member states to broaden the scope and verify the fi ndings presented in this paper.
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